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 In recent years, as China’s economy is developing by leaps and bounds and an 
increasing amount of investment is made in various infrastructure construction, 
demand on construction machinery is ever increasing, which puts the industry of 
construction machinery on a fast-developing track. As an increasing number of 
well-known international construction machinery brands participate in the 
competition in the Chinese market, by the end of 2007, about 85% of the market 
share in China had been held by advanced foreign brands. However, none of the 
brands is powerful enough to create a monopoly. In the face of fierce market 
competition, enterprises should formulate effective competition strategies to respond 
positively. Although as a corporate-level strategy, competition strategy plays a role in 
specifying goals and providing guidance, it is in need of support of the execution of 
strategies in sales, human resources and operation management. These strategies are 
interdependent on and indispensable to one another and work together to support 
competitive strategy. This thesis is intended to discuss how sales strategy is 
conducive to competition strategy. In this thesis, by taking ZZ, a Sino-Japanese joint 
venture enterprise as an example, the author introduces the successful application of 
Lanchester strategy in ZZ’s sales strategy and proves the supportive role a successful 
sales strategy plays in a company’s competition strategy. It is intended that through 
discussion in the thesis, the contents and specific application of Lanchester strategy 
shall be acquainted by more and more enterprises and serve as useful reference when 
formulating and implementing sales strategies.  
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第一章  导论 
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第一章 导论 
第一节 选题背景 
中国加入WTO以后，经济实力不断增强，2005 年中国GDP为 18.5 万亿元，
2006 年中国GDP为 21.2 万亿元， 2007 年中国GDP为 24.6 万亿元①。伴随着经
济的发展，中国城市化进程也不断加快，基础建设的投入力度不断加大，特别
是近几年来中国固定资产投入和能源开采业发展迅猛，固定资产投资 2005 年达
到 8.88 万亿，2006 年为 9.34 万亿。能源开采量 2005 年为 20.6 万亿吨标准煤，





约 2000 亿，其中，挖掘机的销售额约占整个工程机械行业的三分之一 。2007
年也是中国挖掘机行业发展最快的一年，85%的企业销量同比增长超过 20%，阿
特拉斯、住重中骏、福田雷沃、三一重工、徐挖、山河智能等 6 家企业销量同
比 2006 年增长超过 70%。1998 年我国挖掘机的产销量只有几千台，经过近十年
的发展，2006 年我国挖掘机产销量已经接近 4 万台，市场容量接近 6.5 万台，
十年间的销量图见图 1-1，据中国工程机械工业协会挖掘机分会统计，参加
CEMA③中国市场挖掘机实销量统计库统计的国内主要 20 家挖掘机制造公司统


























































建机）于 2004 年合资成立。ZZ 公司自 2004 年成立以来，面临着市场渠道空白、
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